Tourism GPN
The tourism GPN supply chain has five segments: inputs, components of trip, organization, sales, and final product ( Figure 1 ).
Productive segments of supply chain
Components of trip, organization, and sales. The components of trip, organization, and sales segments are represented by tourism businesses in inbound and outbound tourism destinations. The trip segment components consist of: travel, lodging, and excursions. Every segment is a mix of large firms and small and medium enterprises (SMEs) . Each has the potential to be controlled and operated by the largest companies or individual foreign investors.
Notes
1. Ioannides, 1998; Lessmeister, 2009. The organization and sales segments act as intermediaries. Within the organization segment, tour operators knit together an array of tourism products to create the tourist experience. In the sales segment, travel agents are the strongest retail venue. They sell tourism products, online and in sales offices, and inform potential tourists about destinations and suppliers. These tourism intermediaries are often vertically integrated operations, particularly in European outbound markets, including not only retail sales and tour operator coordination, but also hotel and air transport.
All the tourist experiences can be bundled together and sold as a product by global tour operators and incoming agents. These agents can operate as subcontractors to global tour operators, but can also sell their tours directly to tourists.
Because of their value-added capacities -organizational, direct access to tourists, and negotiation with destination suppliers -global tour operators essentially control the supply chain, and are one of the key drivers of the tourism production network. 
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Economic and social upgrading dynamics
Economic upgrading
The tourism industry does not have the traditional stages of the inputoutput structure -it also consists of stand-alone segments, such as airlines and hotels. The four-part typology of functional, product, process and chain upgrading can be adopted for segments of the production network (see Table 1 ). Product upgrading via the tourism product or typology is less clear, due to complications in defining sustainability and alternative forms of tourism. All tourism types go through the same stages of the production network, with variations in the place-based inputs, natural landscape, and types of tourism Notes 2. Sinclair, 2007; Kusluvan and Karamustafa, 2007; McQueen, 2007. 3. Sinclair, 2007. Wage level: Low-skilled tourism wages are low, whereas high-skilled wages, such as hotel or tour operator managers, can be stable or high. In some destinations, oversupply of unskilled workers creates fierce competition and further downgrades wages. 8 Some unionized MNC hotels pay better wages than locally owned hotels -for example, in Fiji and the Caribbean.
Tourism also causes household goods, food and land prices to rise faster than local rate wages.
Working hours and conditions:
Depending on the position and segment, working conditions and hours differ. Low-level workers in cruise lines can work seven days a week, 12-18 hours a day for six to ten month contracts, earning as little as $500 a month.
9
The expectation that workers meet tourists' demands and 'perform' in ways that can be demeaning may reinforce historical colonial structures. 10 Casual female workers can also face sexual harassment.
11
Social protection: The irregular nature of the tourist industry enables firms to sidestep paying into social protection measures, depriving workers of those benefits. There can also be strong social protection for some categories of workers, but not for others.
Skills: Lack of adequate hospitality service skills and low levels of education stratify local populations into lowskilled jobs, while high-skilled positions tend to be filled by workers from developed economies or urban centres. In Africa, the labour market is pyramidshaped, with small numbers of Africans in managerial positions and destination development jobs, and an overload of low-skilled workers represented per hotel bed. 12 A mix of organizational, technical, communication and language skills (particularly English) tends to be important to progress in the industry. The soft skills needed to communicate Notes 7. Harrison, 2001; Cukier, 1996; Levy and Leach, 1991. 8. Lessmeister, 2009 . 9. Clancy, 2008 10. Urry, 2000; Patullo, 2005. 11. Christian, 2012. 12. Dieke, 2001 .
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The tourism industry has never been highly unionized " " to international clients create barriers for destination populations. They find it difficult to create tourism products that tourists expect, and struggle to acquire these skills. Tourism training centres are common in destinations, but their quality and effectiveness are less understood and their geographic distribution can be skewed. 
Notes
13. Baum, 2007. 14. Patullo, 2005. 15. Christian, forthcoming.
16. Shaw and Williams, 2002. 17. Urry, 2000. 18. Sinclair, 2007. 19 . ILO, 2010 . 20. Vandegrift, 2008 • Does economic upgrading only equate to social upgrading if there are measures built into contracts to guarantee skill transfer and technology spillover?
• Does the dominance of micro enterprises at the local level hinder or help upgrading?
• Does the use of foreign capital in micro enterprises also potentially hinder upgrading?
• Is the adoption of 'sustainable' or 'alternative' principles by tourism businesses a form of economic and social upgrading?
• What are the possibilities for gender-equitable social and economic upgrading in tourism?
• How are indigenous groups incorporated in the GPN as workers or entrepreneurs? What does this tell us about economic and social upgrading?
